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TYPICAL AMERICAN DIET

Meat consumption declining

Figure 33: Typical diet, December 2019 and November 2020
Midwesterners most likely to hold on to their meat-eating
ways

Figure 34: Typical diet, by region, November 2020

One in 10 18-34s is vegetarian, pointing to a growing need
for plant-based

Figure 35: Typical diet, by age, November 2020

FOOD AND DRINK CHOICE DRIVERS

Cost and health can’t replace good taste

Figure 36: Food and drink choice drivers, November 2020
Fun and pleasure are key drivers for young shoppers
Figure 37: Food and drink choice drivers, by age, November
2020

Close to half of adults choose quick-to-prepare food all/
most of the time

Figure 38: Frequency of food behaviors — choose easy (ie

quick to prepare) food, July 2020

ATTRIBUTES SOUGHT BY OCCASION

Ease of preparation and satiety have strongest draw

Figure 39: Attributes sought, by occasions — net” — any
occasion, November 2020

Breakfast and lunch call for similar attributes, dinner is a
standout

Figure 40: Attributes sought, by occasions — meals, November
2020

Snacks get progressively more indulgent throughout the day
Figure 41: Attributes sought, by occasions — snacks, November
2020

Close the functional gap between snacks and meals

Figure 42: Attributes sought, by occasion nets — meals versus
snacks, November 2020

CATEGORIES CONSUMED BY OCCASION

Meat is still most commonly consumed category

Figure 43: Food/drink categories consumed, by occasion —
net” — any occasion, November 2020

Grains are present at all meals; walk the health tightrope
Figure 44: Food/drink categories consumed, by occasions —
meals, November 2020

Breakfast drinks may find their niche in vegetarians/vegans
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Figure 45: Food/drink categories consumed — vegetarian/
vegan (net), by occasions — meals, November 2020

Meat still present in flexitarian diets

Figure 46: Food/drink categories consumed — flexitarian, by
occasions — meals, November 2020

Breakfast: Eggs struggle with portability

Figure 47: Food/drink categories consumed — morning meal,
by morning meal attributes of interest, November 2020

Fruit is a popular snack choice; sugar creeps in as day goes
on

Figure 48: Food/drink categories consumed, by occasions —
snacks, November 2020

Figure 49: Top three fruit and fruit snack launches ranked by
the attribute “exciting,” January-December 2020

Figure 50: Perception of fruit and fruit snack launches versus

all snack launches, January-December 2020

FOOD AND DRINK EXPLORATION

Close to one in five adults is always on the lookout for new
foods/flavors

Figure 51: Frequency of food behaviors — look for new foods/
flavors to try, July 2020

Brands can think about a one-month new trial cycle

ATTITUDES TOWARD HEALTHY EATING

Consumers need brand guidance to meet health goals. ..
Figure 52: Food/drink statements — health, November 2020
Figure 53: Attitudes toward healthy eating and sustainability,
July 2020

... especially those who are struggling financially

Figure 54: Food/drink statements — health, by financial
situation, November 2020

Generational divide on health agrees on fruit and veg
Sugar and processed foods are public enemies number 1
and 2

Figure 55: Desired change in diet, November 2020
COVID-19 reinforced already trending dietary aspirations
Interest in basic nutritional elements grows amid pandemic
Figure 56: Factors important in food choice, December 2019
and July 2020

IMPACT OF COVID-19 ON FOOD AND DRINK CHOICES

Disruptive times are opportunities for brands
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Figure 57: Impact of COVID-19 on food/drink choices,
November 2020

Figure 58: Coronavirus behaviors, April 2020-January 2021
On-the-go convenience still relevant with expanded
purpose

Figure 59: Food/drink statements — COVID, November 2020
Figure 60: Frequency of food behaviors — eat on-the-go,
December 2019 and July 2020

Brands can help consumers get back on track with goals.. ..

Figure 61: COVID-19 related changes in food and drink
behavior, July 2020

... but it has to taste good

Figure 62: Frequency of food behaviors — eat healthily,
December 2019 and July 2020

Figure 63: Attitudes toward healthy eating and sustainability,
December 2019 and July 2020

Convenience will be a strong selling point

Figure 64: Word clouds for top topics alongside discussion of

"convenient dinner,” January-December 2020

APPENDIX - DATA SOURCES AND ABBREVIATIONS

Data sources

Consumer survey data
Consumer qualitative research
Abbreviations and terms

Abbreviations
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